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Introduction: Facing extensive competition, the marketers and producers 
of herbal medicine products (HMP) should pay more concern to 
maintaining repeat purchases and keeping customers loyal with their 
products.   
Purpose: This study aims to (1) propose the dimensions of consumer 
perceived value (CPV) for HMP; and (2) propose a conceptual framework 
to test CPV influences on consumption behavior, repurchase intention and 
customer loyalty.   
Methodology: The value dimensions of HMP included functional value 
(price), functional value (quality), social value, emotional value (feeling), 
and conditional value (holistic treatment value).  CPV was proposed as an 
antecedent of repurchase intention and customer loyalty.   
Implications: A conceptual framework with a second-order multi-
dimensional CPV as the antecedent of repurchase intention and customer 
loyalty was proposed.  This article proposed a conceptual framework to 
analyze the influence of value dimensions on HMP.  This could provide 
useful theoretical insights into the values perceived in HMP consumption 
behavior.  
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1. Introduction 
Herbal medicine products (HMP) is referred as ‘medicinal products containing exclusively herbal active substances 
that differ from chemically defined substances in several aspects; most notably, they consist of complex multi-
component mixtures resulting from, e.g., extraction of plant parts such as roots and leaves’ (Du et al., 2014: 218).  
HMP can be consumed in various forms, such as pure herbs, processed herb-based applications, traditional herbs 
pharmaceuticals products, and herb supplements (Rezai et al., 2013; Wu, Wang, & Kennedy, 2013).  HMP is not 
part of conventional or western medicine but is categorized as a Complementary health Approaches (CHA).  HMP 
is frequently used to prevent illness or maintain health rather than to treat illnesses (Craft et al., 2015; Duffy et al., 
2017).  HMP is the most commonly used CHA in many countries such as the United Kingdom (Posadzki et al., 
2013), Taiwan (Chang, Liu, & Chen, 2014), and Malaysia (IPH, 2015).  The market for HMP has grown 
tremendously in the last few years.  The global market for HMP (composed of tablets, capsules, powders and 
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extracts), grew by 13 per cent from $63.05 billion (USD) in 2014 to $71.19 billion (USD) in 2016 (Hexa Research, 
2017).   
 
In response to the high demand for HMP, HMP producers should pay more attention to ensure customers 
satisfaction.  Satisfied customers were willing to buy more and were more loyal to the company (Chiu et al., 2014).  
Moreover, the costs of attracting repeat purchasers is less than new customers (Chang, Backman, & Huang, 2014).  
To encourage repeat purchases and build up a loyal customer base, it is important to understand how consumers 
value the HMP and whether their value perceptions influence decisions to repeat a purchase and to be loyal to a 
HMP. Consumer Perceived Value (CPV) was found to be associated with higher customer satisfaction, who in turn 
are likely to have higher repurchase intention and are more loyal to a company (Atulkar & Kesari, 2017). 
 
Few studies have investigated the influence of CPV on determining CHA consumption, particularly for HMP.  
Dodds, Bulmer, & Murphy (2014) has, applied a qualitative method, provided a comprehensive understanding on 
CPV of CHA consumers.  However, they investigated CPV by assuming that the various approaches under the 
umbrella of CHA was a single entity and that consumer decision-making processes did not vary for different CHA 
modalities.  Although some studies focused on the HMP use, they did not examine the HMP use for health 
maintenance and rather focused more on health seeking groups (Charaf et al., 2015; Tangkiatkumjai et al., 2014).  
Therefore, influence of CPV on HMP use among the healthy population is worth investigating. 
 
This study proposed (1) to developed multi-dimensions CPV for HMP, and (2) a conceptual framework to test the 
influences of CPV on consumption behavior (repurchase intention and customer loyalty) to provide a better 
understanding of HMP consumption.  This paper is organized as follows. The following section outlines a literature 
review of CPV and consumption behavior.  Next, a proposed conceptual framework is presented.  The final section 
concludes this paper with implications and limitations. 
 
2. Literature Review 
2.1 Consumer Perceived Value and Theory of Consumption Value (TCV) 
Value is abstract, multi-faceted, and complex, and having different meanings for consumers, researchers, and even 
practitioners (Gallarza & Gil-saura, 2006).  CPV is an ‘interactive relativistic preference experience; the evaluation 
of some object (product/service) by some subject (consumer)’ (Holbrook, 1999:5).  In this paper, CPV is defined as 
customer utility assessments that are subject to experience and are inherent to or linked with the consumption of 
products or services. (Woodruff, 1997; Zeithaml, 1988). 
 
This study used a multidimensional approach, which utilizes several interrelated dimensions, combining both 
utilitarian and hedonic aspects to capture CPV.  Leroi-Werelds et al. (2014) concluded that multi-dimensional, 
consequence-based methods were the best because they had the best predictive ability and fit the concept of ‘value-
in-use’.  Consumer behavior is a function of various value dimensions (Gonçalves, Lourenço, & Silva, 2016).  
Thus, Theory of Consumption Value (TCV) (Sheth et al., 1991), which theorizing five value dimensions 
(functional, social. emotional, epistemic, and conditional) for a multi-dimensional CPV analysis, were used in this 
study.  TCV proposed that CPV influences consumer purchase choices and that the most discriminating value in a 
purchase decision, product type selection, or branding decision, even for the same product, were not identical 
(Sheth et al., 1991).   
 
TCV value dimensions were recognized as ‘provides the best foundation for extending existing value constructs’ 
(Sweeney & Soutar, 2001: 205).  TCV has been applied to many contexts, such as team sport games (Kunkel, 
Doyle, & Berlin, 2017), green products (Gonçalves et al., 2016; Suki, 2016), online retailing (Carlson, O’Cass, & 
Ahrholdt, 2015), and mobile services (Yang & Lin, 2017).  Reviewing these studies could provide additional 
understanding on CPV influence on consumption behavior.  Table 1 summarizes the influence of value dimensions 
in term of beta coefficient value (β), on dependent variables (buying behavior, intention to purchase or use, and 
loyalty) in the literature from the year 2011.  Most studies that applied TCV did not used all five dimensions in 
their studies, instead using the three most crucial dimensions, FV, SV, and EV.  Although most studies used first 
order value-dimensions to investigate the direct relationships between CPV and dependent variables, some other 
researchers (e.g. Kunkel et al., 2017; Carlson, Rosenberger, & Rahman, 2016) used a second-order CPV to reflect 
CPV as a multi-dimensional construct.     
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Table 1 Relationship between perceived value and dependent variable 
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** 4** 
b-
.07 
5* 
d-
.10 
** maintenance; bCreation; 
cRelaxation;dPlayfulness 
Yang et al., 2018   a-
.17
** 
b-
.04 
a.5
7** 
b.3
1** 
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Note: ^Applied TCV; CPV is second-order construct: Formative construct (F) and Reflective construct (R); *p<.05; 
**p<.01; Y- β-value not available; X- dependent variable 
 
TCV proposes that value dimensions are independent and contribute differently to various consumer choice 
situations, in which value dimensions are not interchangeable, do not share common theme and might not be covary 
with each other, fulfilling the formative construct criteria of Jarvis, Mackenzie, & Podsakoff (2003).  Except for 
Kunkel et al. (2017) and Choi, Ko, & Kim (2016), past studies (Carlson et al., 2015; Carlson et al., 2016) applied 
first order reflective constructs for value dimensions and second order formative construct of CPV.  With one 
exceptional (Choi, Ko, & Kim, 2016), the hierarchical CPV was found to relate positively to purchase intention and 
loyalty with β-values ranging between .30 and .67 (Carlson et al., 2015; Carlson et al., 2016; Kunkel et al., 2017). 
  
2.1.1 Functional value 
Functional value (FV) are the perceived benefits for a products functional, utilitarian or physical performance, 
which may be derived from product attributes (reliability, durability, and price) (Sheth et al., 1991).  In contrast to 
TCV that proposed FV as a single dimension, Sweeney & Soutar (2001) proposed that there are two types of FV, 
price/value for money and performance/quality, which are distinct from one another.  The price/value for money 
dimension (FVP) is the utility derived from a product due to a reduction in its perceived short term and longer term 
costs while performance/quality (FVQ) is the utility derived from the perceived quality and expected performance 
of a product (Sweeney & Soutar, 2001).    Dodds et al. (2014) found that care quality and treatment efficiency were 
two most important value dimensions sought by CHA consumers.  Similarly, Pevec & Pisnik (2016) pointed out 
that both price and perceived quality were two important value dimensions of health service.  
 
Except for two studies (Seyal et al., 2014; Kim, Gupta & Koh, 2011), FV predicted significantly the dependent 
variables (Table 1).  Most studies analyzed the FVP and FVQ, separately and concluded that the either one of FV 
dimensions was positively associated with the dependent variables (Yang & Lin, 2017; Chiu et al., 2014), with β-
values ranging between .08 and .55.  The influences of FVP and FVQ on dependent variables were contradicting.  
In those studies that confirmed a positive relationship between FVQ and behavior or intention, FVP was found to 
be insignificant (Suki, 2016; Yang & Lin, 2017).  Contrarily, those studies that confirmed FVP had a significant 
positive relationship with the dependent variables found that FVQ was insignificant (Khan & Mohsin, 2017; 
Willems, Leroi-Werelds & Swinnen, 2016).  Undoubtedly, FV is an important value perceived by CHA users 
(Dodds et al., 2014).  Nevertheless, past studies did not provide evidence on the influence of FVP compared to 
FVQ in determining repurchase intention and loyalty for HMP.  This study proposed to study the perceived value of 
FVP and FVQ in relation to HMP consumption behaviors (repurchase intention and loyalty) to allow for a 
comparison between the influences of FVP and FVQ on HMP consumption. 
 
2.1.2 Social value 
Social value (SV) is defined as the perceived utility derived from a product’s ability to enhance associations with 
one or more specific social group(s) and social self-concepts (Sheth et al., 1991).  Ghazali et al. (2017) noted that as 
consumers tend to buy a product that follow society’s perception, social appeal is influential in developing 
consumer product preferences.  Likewise, SV is crucial to consumers by enhancing individual self-concept and self-
identification as an opinion leader to use healthcare services (Zainuddin et al., 2016).  Using CHA, allowed users to 
gain sense of self via feelings of well-being (Dodds et al., 2014).   
 
SV was found to be significantly and positively associated with consumer choice (Khan & Mohsin, 2017), intention 
to purchase or use (Yang & Lin, 2017) and customer loyalty (Seyal et al., 2014) with β-values ranging between .07 
and .53 in all studies (Table 1).  Although some researchers (Yang & Lin, 2017; Kim et al., 2011) proposed two 
sub-dimensions for social value, these sub-dimensions were only appropriate for the respective research area only.  
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The social value dimension is perceived by consumers as a crucial value dimension.  This study proposed to 
investigate social value influences on HMP consumer repeat purchase intention and loyalty. 
 
2.1.3 Emotional value 
Emotional value (EV), also known as hedonic or experiential value, is the utility derived from feelings or various 
affective states, such as calm, peaceful mind and relaxed (Sweeney & Soutar, 2001).  Although Holbrook (1999) 
suggested that EV should include two sub-dimensions, feeling and aesthetics, TCV proposed EV as a single 
dimension that most concerned with feelings or affective states.  The typical personal and emotional experiences of 
individuals (positive, negative, or mixed) influence an individual’s EV (feeling or affective arousal) (Suki, 2016).   
 
Consumers who expected to receive a desire EV, will proceed with the consumption experience.  Table 1 recorded 
only the EV of feeling tested in past studies.  EV has a significant positive direct relationship with intention to 
purchase or use (Yang & Lin, 2017; Zainuddin et al., 2016) and customer loyalty (Gallarza et al., 2016) (β-values 
ranging from .10 to .60) in all but four studies (Khan & Mohsin, 2017; Choi et al., 2016; Suki, 2016; Seyal et al., 
2014) (Table 1).  Concern for EV is critical for health care products (Zainuddin et al., 2016) and CHA (Dodds et 
al., 2014).  Hence, this study included EV to investigate the influences of CPV on repeat purchase intention and 
loyalty of HMP consumers.       
 
2.1.4 Epistemic value 
Epistemic value (EPV) refers to a product’s capacity to arouse curiosity, provide novelty, and/or satisfy a desire for 
knowledge (Sheth et al., 1991).  Not only will new experience provide EPV, changing to new alternatives will also 
provide EPV because customers might be bored or satiated with current brands, be curious, and have a desire to 
learn (Sheth et al., 1991; Yang & Lin, 2017).  Lin & Huang (2012) pointed out that consumers seek novelty as ‘to 
create a database of potentially useful knowledge’ which may be importance in the future and may serve to improve 
problem-solving skills.  Knowledge promotes attitudes and predisposes behavior (Suki, 2016).   
 
Relatively fewer studies have tested EPV.  The influences of EPV were inconsistent in past studies (Table 1).  EPV 
was found to positively and significantly predict buying behavior (Suki, 2016) and use or purchase intention (Yang 
& Lin, 2017; Goh, Suki, & Fam, 2014; Wang, Liao, & Yang, 2013).  In contrast, EPV was found to be negatively 
related with consumer choice (Khan & Mohsin, 2017) and commitment to maintain relationships (Kunkel et al., 
2017).  A likely explanation for these inconsistencies is that EPV arise from the satisfaction of curiosity, the 
provision of novelty, or acquisition of knowledge, which were related to use of new product or alternatives, but 
negatively related to familiar products or brands.  For consumers who are loyal to a product or brand, they might be 
satisfied with a product value dimensions other than EPV.  Since EPV was negatively related with decisions to 
maintain long-term relationships (Kunkel et al., 2017), EPV is excluded in this study.  
 
2.1.5 Conditional value 
Conditional value (CV) arises from a specific situation or set of circumstances faced by a consumer that enhance 
FV or SV (Sheth et al., 1991).  These specific situations or circumstances might related to particular time 
(seasonal), place, or personal condition (Lin & Huang, 2012).  CV arises when products and services were used in 
these specific situation or circumstances (Gonçalves et al., 2016).  CV is always designed to reflect situations 
related to the type of product or service surveyed in a study.  For example, in a mobile application usage context, 
the CV was related to the utility that arises from the use of an application in a specific environment (when lost), 
time, place, or other constraints (Wang et al., 2013).  While purchasing a green product, the CV of the green 
product is compared against conventional products under specific conditions, such as worsening environmental 
conditions and the availability of green products in general (Suki, 2016).   
 
CV has been tested in few studies, Khan & Mohsin (2017) was the only study found that CV significantly and 
negatively predicted consumer choice.  A possible explanation for insignificant results was that the condition 
applied in their study might be perceived as less valuable to respondents.  Hence, it is vital to identify conditional 
variables that fit a study’s context and purpose.  A possible condition for personal perception towards CHA use, an 
appreciation of holistic treatments. 
 
Holistic treatment value a CV of HMP, which is appreciated by both CHA and HMP users (Dodds et al., 2014; 
Rhee, Ng, & Dusek, 2017).  Holistic orientation emphasis on treating the whole person (rather than symptomatic 
approach) (Ganasegeran, Rajendran, & Al-Dubai, 2014).  Dodds et al. (2014) pointed out that a majority of CHA 
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users appreciating holistic value, which involved the integration of whole (mind, body and spirit).  Ganasegeran, 
Rajendran, & Al-Dubai (2014) also found that an appreciation for holistic treatments was significantly related to 
CHA use.  And hence, this study proposed to include holistic treatment value as a CV of HMP.   
 
2.1.6 Multi-dimensional Consumer Perceived Value 
The literature revealed that HMP users appreciate the multiple dimensions of CPV (Goh et al., 2014; Khan & 
Mohsin, 2017; Suki, 2016).  As proposed earlier, the dimensions that should be included in CPV are FVP, FVQ SV, 
EV, and CV.  These five value dimensions constituted the first order reflective constructs of CPV.  EPV are not 
tested in this study.  CPV is a second order formative construct (Carlson et al., 2016) in line with TCV’s 
proposition that these value dimensions are independent and contribute differently to various consumer choice 
situations.  Accordingly, the following proposition was proposed: 
 
Proposition 1: FVV, FVQ, SV, EV, and CV formed the reflective first order components of CPV.  CPV is a 
formative second-order construct. 
 
2.2 Consumption Behaviors 
CPV in this study focused on consumer value perception after product used among HMP users.  Thus, this study 
proposed to examine the HMP consumer behavior using two aspects, repurchase intention and customer loyalty, 
which are relevant to building long-term relationships between producers and customers. 
 
2.2.1 Repurchase intention  
Intention is an individual’s subjective probability to perform a specific behavior (Fishbein & Ajzen, 1975).  The 
Theory of Planned Behavior (Ajzen, 1991) proposed that intention is the only predictor of behavior.    Repurchase 
intention is referred to as ‘the individual’s judgement about buying again a designated service from the same 
company, taking into account his or her current situation and likely circumstances’ (Hellier et al., 2003: 1764).  A 
repeat customer’s decision to buy the same product or service again is influenced by perceived value from past 
purchasing experiences, which encompasses multiple value dimensions.   
 
The literature confirmed that CPV is an antecedent of purchase intention, in which all CPV dimensions except for 
conditional value were found to positively related with purchase intention (Carlson et al., 2016; Yang & Lin, 2017; 
Goh, Suki, & Fam, 2014).  However, limited studies have examined the influence of CPV on repurchase intention 
among the CHA users.  Chiu et al. (2014) confirmed that utilitarian and hedonic value were significantly associated 
with repurchase intention, while Willems et al. (2016) provided evident that FVP (efficiency), SV, and EV 
(aesthetics and play) predicted repurchase intention but FVQ (product and service excellence) did not predicted 
repurchase intention.  This study examined the influence of second-order formative CPV, with FVP, FVQ, SV, EV, 
and CV as the first-order, on repurchase intention among HMP users.  The following proposition was proposed.   
Proposition 2: CPV is positively related to repurchase intention. 
 
2.2.2 Customer loyalty   
Loyalty is defined as a commitment to repurchase or re-patronize a preferred product or service consistently.  
(Oliver, 1999: 34).  Chahal & Kumari (2011: 93) pointed out that customer loyalty reflected in two aspects, 
attitudinal and behavioral.  It is more cost efficient to retain customers than to attract new customers (Chang et al., 
2014), justifying the importance of focusing on customers who have ever used HMP.  Higher value helps in 
generating customer satisfaction, loyalty and re-patronage intentions (Atulkar & Kesari, 2017).  Satisfied customers 
were willing to buy more and were more loyal to the company (Chiu et al., 2014).  Therefore, CPV directly and 
significantly influences customer loyalty (Gallarza et al., 2016). 
 
Past studies confirmed that three value dimensions (FV, SV and EV) were significantly related to loyalty (Gallarza 
et al., 2016; Koller, et al., 2011; Seyal et al., 2014; Gallarza et al., 2015).  Carlson et al. (2015) also reported that 
the formative construct of CPV (FVP, FVQ and EV dimensions only) were significantly related to customer 
loyalty.  CV was only tested in Seyal et al. (2014), but the relationship between CV and loyalty was not significant.  
This might be due to the conditional factors applied in their study, which were perceived as less important by 
respondents and thus not valued.  This study proposed to test the influence of second-order formative CPV, with 
FVP, FVQ, SV, EV, and CV as the first-order, on customer loyalty for HMP.  The following proposition was 
proposed. 
Proposition 3: CPV is positively related to customer loyalty.  
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3. Conceptual Framework and Research Propositions Development 
Following the discussion on variables relationships, the conceptual framework is presented in Figure 1.  The 
independent variables were second-order CPV and its five first-order value dimensions (FVP, FVQ, SV, EV and 
CV).  The dependent variables were repurchase intention and customer loyalty.  P1-P3 represent the propositions 
generated in this study.  
 
 
 
Figure 1 Conceptual framework 
 
4. Limitation and Conclusion  
This study’s framework provides new insight in HMP consumption behavior by focusing on the influence of CPV 
on repurchase intention and customer loyalty.  Underline by TCV, this study theoretically contributes to the 
literature by proposing CPV value dimensions (FVP, FVQ, SV, EV, and CV) specifically for HMP, in which CV 
tested holistic treatment value among consumers.  This study framework could be applied in cross-sectional study 
to investigate HMP consumption.  
 
This study enables industry practitioners to better understand consumer purchase behaviors and capitalize on the 
growing interest of consumers in HMP marketing.  Information on CPV allows marketers to better plan promotion 
strategies and product design.  In line with the large and increasing consumption of HMP by consumers, knowing 
the CPV will allow marketers to produce the HMP required by consumers.  Besides that, understanding CPV 
influences will allow marketers to plan strategies to retain existing customers.  
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